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Who Will Take Over Your Firm?
No question, there is a staffing shortage, and many 
firms insist that this justifies the failure to groom tomor­
row’s leaders. Most of the time, however, partners them­
selves are just as much the cause of the firm’s success or 
failure in this area. Consider the following possibilities: 
• A strong-willed partner. This partner may have major­
ity interest that controls the decision-making process.
Although a very successful leader, the force of his or 
her personality may also squelch the development of 
replacements.
• The talented rainmaker. This partner brings in business 
so effortlessly that the firm gets complacent about cre­
ating a marketing foundation for the firm as a whole.
• The super-technician. This partner is the firm’s walking 
tax library. There may be little urgency to groom a 
replacement until his or her retirement date is 
announced.
• The younger talented managers and junior partners. As long 
as the senior partners fail to specify when they will step 
down and turn over the management reins, 
younger staff have little reason or opportu­
nity to take their own leadership roles seriously, espe­
cially if they are often given lip service about the 
authority of their positions.
In addition, a number of factors discourage future lead­
ers. These can include the firm’s environment, culture, 
partner biases, strengths, and weaknesses. Such factors 
may also stifle important personnel development and 
engender complacency about creating the kind of operat­
ing foundations that stimulate long-term success. Over 
and over, as younger partners and managers are given 
permission to flourish, it is amazing how many of them 
step up to the plate and surprise everyone. Current leaders 
need to always keep in mind that, not too long ago, their 
own ability to lead was equally unproven.
So, here are a couple of quick tips to consider as you 
start down the road to planning or reassessing your firm’s 
succession plan:
By Bill Reeb, CPA
Most CPA firms are not properly prepared 
for—or simply fail to understand—succes­
sion planning, according to a recent PCPS 
Succession Planning Survey. This is true 
for both sole proprietors and multipartner 
firms. In fact, most CPA firms (81%) do 
not have a written succession plan and 
22% do not believe they need a plan of any 
kind. Yet a majority of firms (62%) expect 
succession planning to be a significant issue 
for their firm in the near future.
A
lthough each firm is unique, several simi­
larities emerge. First, partners, like most 
people, don’t want to confront and plan for 
the possibility of health problems or dis­
ability that may disrupt their careers. Second, 
partners resist setting a specific date for their 
departure from the firm, a reluctance that
arises from economic motives as well as the desire to 
continue working. Third, firms have not adequately 
groomed or mentored their replacement partners. But 
finally, and perhaps most important, a disproportionate 
number of firms are counting on avoiding succession by 
either selling or merging their firm when the final date 
of retirement for the senior partners has been set.
Certainly, a shortage of available CPA talent over the 
past decade has contributed to the succession problem. 
Although the number of CPAs has been increasing over 
the past few years, a greater percentage of them now skip 
the public arena and opt for corporate work. “Paying your 
dues” for 10 or 15 years may not appeal to a CPA who can 
find lucrative work in industry, which honors a better 
work-life balance. What exacerbates this shortage, espe­
cially at the higher levels of experience, is the number of 
managers opting for part-time work in the firm.
Inside
Google’s IPO success has 
caused visions of great 
wealth to dance in the 
heads of some entrepre­
neurs. Caution is 
advised, however. A CPA 
explains why.
The Internet continues 
to expand its resources 
that help CPA firms in 
their practices. Here’s 
discussion by a leading 
authority on resources o 
value to CPAs and other 
financial professionals. 
Some lessons to be 
learned from a recent 
J.D. Power study on 
audit firm performance.6 Overwhelmed - or at leastannoyed - by the volum  of Spam you rec ive? Here'ssome informa ion n how toprev nt having to de l with it.
PCPS Update
7 National MAP survey 
available; CPA market­
ing tool kit available; 
New financial literary 
resources; Interpretation 
No. 101-3 update; Peer 
Review Update
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Let people make decisions—and mistakes
Owners can better position themselves for a smooth succession by 
helping nonpartners “think like owners.” This means giving 
some staff opportunities to take authority and responsibility for a 
portion of the practice. The wisdom behind the adage about 
allowing people to make the mistakes that are consistent with 
their positions is especially poignant when it comes to effecting 
smooth transitions in leadership. Put young stars in leadership 
positions early enough to give them a chance to recover from the 
many mistakes they will make during the learning process. 
Remember that people are more apt to make big, costly errors if 
they haven’t been given the opportunity to make small, inexpen­
sive mistakes along the way.
Open up a dialogue
To build any strong human relationship, communication is key. 
PCPS asked top performers in CPA firms, “What is the one thing 
you would like to tell management?” The answer was, “Better and 
more communications.” To make a serious commitment to a 
practice, firm employees need to believe that they are “in the 
loop” on management decisions and that their opinions count.
Be up front about pay plans and career maps
In a number of cases, “communication issues” translate to “expecta­
tion and compensation issues.” Firms need to lay out career paths 
and integrated compensation plans that objectively outline expec­
tations and opportunities for movement within the organization.
Manage in the new millennium
All CPA firm management teams are looking to increase both 
the overall value of their firms as well as the likelihood of a suc­
cessful transition to the next generation of leaders. If you want 
your firm to adopt a culture and operational consistency that can 
survive various generations of leadership, you must require 
partners, managers, and staff to be accountable every day to a 
known set of processes and procedures. It’s also important that 
management be responsive to and flexible in the constantly 
changing work environment and work force demographics. In 
recent years, options such as telecommuting, flex time, improved 
work-life balance, part-time positions for traditional full-time 
jobs, job-sharing, and on-site child care, just to name a few, are 
becoming common tactics for retaining top talent.
Start grooming early
The best advice I can give to firm managers who want to maxi­
mize their flexibility regarding succession is to start grooming 
junior partners early. We know this affects firms because more 
than half (56%) of all CPA firms today have at least one partner 
retiring in the next five years, according to the PCPS study. 
Ten years is a good timeframe for the “heirs apparent” to begin 
operating in positions of authority so that they are ready when 
the mentoring senior partners retire. The reality is that many 
owners look for their replacements when it’s too late. They 
make the mistake of not attracting people to rise through the 
ranks and, instead, focus on hiring for position, not for progres­
sion. With this philosophy, firms fail to put programs in place 
to develop young talent. And without the proper training, 
advice, mentoring, and on-the-job controlled “failing,” no mid­
level manager will gain the necessary skills and wisdom to 
make such an important transition.
The time is right
Succession is clearly a growing issue in our profession because of the 
number of CPAs who plan to retire in the next 10 years. And this 
is just the beginning, because 68% of AICPA members are over 40 
years old. If your firm is one of the majority that hasn’t created 
a succession plan, don’t panic; just recognize that the time has 
come to begin framing the leadership transition. Having a 
process to identify, train, and reward your most capable people 
is a fundamental management technique that every firm should 
employ consistently. However, when applied during a time of 
transition and succession, this process is even more valuable.
For those whose succession strategy is to sell or merge their 
firms, understand that developing future leaders, implementing 
operational standards, using compensation plans that pay for 
performance, and creating operational efficiencies through the 
integration of technology are all solutions that will make your 
firm more attractive in the marketplace. But here is the great 
news—these same investments in your firm’s foundation will 
also provide a hedge if it is not a seller’s market when you 
decide to sell your firm. By grooming your firm to be a “best 
practice” model in every area, you will increase its market value 
while simultaneously “maturing” buyers—your future lead­
ers—who will likely pay you a premium for your firm, should 
you allow them to take over at some time in the future.
Bill Reeb, CPA, is a keynote speaker, author, trainer, coach, facilitator 
and management consultant with the CPA firm, Winters & Reeb, 
PLLC, Austin, Texas (www.billreeb.com.) He is author of Start 
Consulting; How to Walk the Talk, published by the AICPA in 
the US and by the Certified General Accountants (CGA) in Canada.
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Advice for Your Business Owner Clients: 
Forget landing venture capital
Despite a glamorous reputation, venture 
capitalists are risk averse.
A
fter four years without any significant venture 
capital success stories, Google has given every 
entrepreneur a reason to dream of grandiose 
wealth while venture capital firms actively seek 
the next gold mine. Google was started six years ago by two 
25-year-old graduate students who came up with a better Web 
search engine. After the initial public offering (IPO), each 
founder’s stock holdings were worth more than $3 billion.
Arguably, Google may not 
have gotten off the ground 
without the backing of a few 
venture capitalists (VCs), 
including one of the founder’s 
professor at Stanford, who par­
layed a $200,000 investment in 
his protege students into $100 
million. At a minimum, 
"In more than half of 
early-stage venture 
capital companies, the 
founders are fired within 
the first year."
weaker financing would have delayed the founders for years, per­
haps even long enough to miss their market opportunity.
Exception to the rule
Google has paid off exceptionally well for its early-stage investors, 
but the Google story is the exception, not the norm. The norm is 
much less glamorous. VCs, in spite of their "cowboy" reputations, 
are actually quite risk averse. In order to compensate for the prob­
ability of failure of their portfolio companies, they try to bet on 
"sure things."
So, what are the characteristics of firms that qualify in the eyes 
of VCs? Your clients who dream of sharing Google’s success prob­
ably would need to share the following traits of successful IPOs: 
• Star-quality leadership. The market defines a star as someone 
who has taken a startup from zero to $50 million in revenue.
• Proprietary technology. The technology must provide a compet­
itive advantage in an industry with very strong growth 
prospects over the next five years.
• A top-tier management team. Before Google had its IPO, it hired a 
cadre of very seasoned executives who had a history of successful 
IPOs. The CEO of Google is 18 years older than the founders.
• A large potential market. The target market must have the 
potential of generating at least $1 billion in revenue.
• Proven market adoption. The best companies will have made 
sales to blue-chip customers before they are funded.
A client that does not meet the above criteria should seriously 
reconsider the pursuit of venture capital. Such a client should also 
be aware of a number of little-known facts and statistics before 
approaching VCs for investment. Chasing outside capital is an
 By Michael Brocks, CPA, ASA 
unpleasant and drawn-out 
ordeal.
You or your client will spend hours polishing and presenting 
business plans and, more times than not, the VC will not read the 
plan before the initial meeting. Surveys consistently report that 
only one company in 500 submitting business plans sees any 
funds from VCs, so the odds of success are not good.
In more than half of early-stage VC companies, the founders 
are fired within the first year. Historically, even if their companies 
go public, founders have difficulty selling their shares anywhere 
near the IPO price, because of trading restrictions and the 
inevitable inability to meet projected income projections.
Even if your client is one of the 
lucky few that succeed in obtaining 
VC funding, it is very expensive 
money. Let’s do the math: Say a VC 
invests $1 million for 50 percent of the 
equity in a company, resulting in a 
post-funding valuation of $2 million. 
Three years later the company is sold 
for $5 million, a two-and-a-half-time
increase in value.
Does the founder get $2.5 million? No. VCs often have a liq­
uidation preference that allows them to take out one to three 
times their initial investment before any other investor receives 
funds. VCs will also receive an attractive dividend rate (typically, 
8 percent to 10 percent per annum) on their pre­
ferred stock.
Let’s assume the liquidation preference is two 
times and the accumulated and unpaid dividends are 
$300,000. The VC would receive $2.3 million 
before funds are disbursed to equity holders. The 
balance of $2.7 million ($5 million less $2.3 mil­
lion) would be split, with 50 percent going to the 
VC and 50 percent ($1.35 million) to the entrepre­
neur. In this case, the entrepreneur’s investment has 
appreciated 16 percent per year while the VC’s 
investment has grown over 90 percent per year.
The decision to chase venture capital is tempt­
PCPS, an alliance of the AICPA, 
represents more than 6,000 local 
and regional CPA firms. The goal of 
PCPS is to provide member firms 
with up-to-date information, advo­
cacy, and solutions to challenges 
facing their firms and the profes­
sion. Please call 1-800-CPA-FIRM 
for more information.
ing. On the surface, it is more intriguing than the
mundane work of building a company and funding growth 
through profits and cash flow. Clearly, however, the best way to 
finance a business is from cash flow. The upshot is that, if your 
clients can meet expansion needs without resorting to VC fund­
ing, they should. That way, they’ll keep more of their business 
down the road.
Mr. Brocks is a CPA and a senior member of the American Society of 
Appraisers. His firm is Michael Brocks and Co, Sewickley, PA. 
Contact him at mbrocks@michaelbrocks.com
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FYI
What Every CPA Firm Needs to Know
About Keeping Up With New Internet 
Resources
The Internet is a rich resource for information. 
Changes in how this information is distributed 
continue with innovations and advances in tech­
nology. This article describes some relatively new 
developments that offer additional information 
resources to CPA firms. The author is an author­
ity on acquiring and distributing information 
and is the author (along with Jan Tudor) of 
The Best Websites for Financial Professionals 
(Hoboken, NJ: John Wiley & Sons). This article is 
based on Ms. Lang’s presentation entitled “Internet 
Research: Tips and Techniques,” given at the 
AICPA National Business Valuation Conference, 
November 8, 2004.
I
nternet content and ways to access it are constantly chang­
ing. Nevertheless, many practitioners keep using the same 
sites year after year. In 1999, speaking to a group of busi­
ness appraisers, I asked for a show of hands to see who was 
using Google. At that time, it was unusual to find more than a 
handful of people who had heard of Google. That has changed. 
Now everyone seems to know about 
Google. Still, many are as oblivious to the 
existence of new search tools today as they 
were to Google in 1999.
Interested in finding the next Google? Keep up with news 
about technology advances. See the box below for some Internet 
Web sites that can help keep you up to date.
By Eva M. Lang, CPA/ABV, ASA
Finding the Next Google
Here are some technology news sources to help you keep 
up on innovations and advances:
•Tech News from the Washington Post (www.technews.com)
•BusinessWeek Technology (www.businessweek.com/technology)
• Wall Street Journal Personal Technology
(http://ptech.wsj.com)
Blog Examples
•Financial Accounting Blog (http://accounting.blogspot.com)
•Daubert Expert Witness Blog
(http://daubertontheweb.com/blog702.html)
•Ernie the Attorney (http://ernieattorney.typepad.com/ernie_the 
_attorney)
•FCG Business Valuation Blog (www.gofcg.org/blog)
Blogs
One of the most interesting new technologies on the Internet is 
blogs. The number of blogs has mushroomed from a dozen or so 
available in 1999. To understand the blog phenomenon, let’s look at 
what a blog is and how it is different from a regular Web page.
A blog (short for Web log) is a listing of journal entries in 
reverse chronological order. Blogs typically consist of commentary 
by the blogger that accompanies links to other blogs or online 
resources. Most bloggers use self-publishing software that enables 
them to update the content regularly and easily. Blogs can be open 
to public viewing or limited to a private group. They are different 
from a regular Web page in format in that they are typically text 
entries containing few graphics. Moreover, blogs are created with 
blogging software that is Web-based, free, and simple to use; 
doesn’t require any programming knowledge; and can be easily 
updated anywhere.
The format of a blog is simple. It is the content and the quality 
of the entries posted that separates useful blogs from the realm of 
the teenage diary entry. Journalists have found blogs to be an ideal 
outlet for additional commentary and 
materials related to their stories. Other 
professionals have also realized the benefits
of being able to promote their own uncensored views and to share 
quickly information on current developments. Attorneys, in 
particular, have taken to blogging to post comments on cases and 
offer opinions on news stories focused on legal issues. (See the box 
above for some blog examples.)
Rich Site Summary
Rich Site Summary (RSS) is designed for sharing headlines and 
other Web content. This form of XML (extensible Markup 
Language) separately codes each piece of data, such as a headline 
for a story description. Next, a program called a news aggregator 
reads the code and compiles the information so that headlines can 
be read from dozens or hundreds of news sites at one time. For 
example, if you want to monitor CNN or the New York Times, you 
enter the RSS addresses of their Web sites, which allows you to see 
all their headlines.
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Bloglines, (www.bloglines.com), is a Web-based RSS aggregation 
service. It is an excellent RSS aggregator because it is simple and 
easy to use. Bloglines includes a feature called My Feeds, which 
allows you to subscribe to RSS feeds of your choice. Bloglines will 
subsequently automatically monitor updates to those sites. It is 
then possible to read the latest entries to your selected RSS feed. It 
costs nothing to subscribe to a feed.
Looking forward and keeping up
It’s easier than ever to learn about new technologies because even 
the mainline financial press covers tech stories. The Wall Street 
Journal, in particular, has done a great job of covering new tech­
nologies for non-geeks. Walter Mossberg writes a regular column 
for the Journal every Thursday, reviewing new products and tech­
nologies. Other Journal staffers keep the Technology section of the 
Wall Street Journal Online (www.wsj.com) filled with readable stories. 
One timeline is constantly updated with the top stories, features, 
and trends of the past year. The Journal also hosts a free Personal 
Technology site at http://ptech.wsj.com where articles by Walter 
Mossberg are available.
Eva M. Lang, CPA/ABV, ASA is Executive Director of Financial 
Consulting Group, LC, Memphis, Tennessee (www.gofcg.org). She can 
be reached at elang@gofcg. org.
Shooting the Messenger
Some lessons learned from the J.D. Power and 
Associates 2004 Audit Firm Performance Study 
On November 9, 2004, J.D. Power and Associates, 
a marketing services information firm, released its 
2004 Audit Firm Performance StudySM. The 
study, which measures audit firm performance in 
the wake of the Sarbanes-Oxley Act of 2002, is based on inter­
views with 1,007 audit committee chairs and 944 chief financial 
officers (CFOs).
The study finds significant angst among audit committee 
chairs and CFOs in the industry. Top management is concerned 
about the costs of implementing the extensive requirements 
associated with Sarbanes-Oxley compliance. A number of audi­
tors believe they are being stretched too thin by additional audit 
requirements, which in turn is affecting service. Also, audit 
committee chairs feel pressured by the requirement of the finan­
cial reporting process for increased accountability.
Application Process Begins for Committee Service
May 1, 2005 is the deadline for applying to 
serve during the next committee year (October 
2005-October 2006.
M
embers interested in contributing to their 
profession and networking with their 
peers have the opportunity to do so 
by applying to serve on an AICPA 
committee or panel in the next committee year (October 
2005-October 2006). This year there are several new 
committees and panels to choose. To avoid conflicts 
with tax season, the application period is open until 
May 1, 2006. You can apply online: Go to http:// 
volunteers.aicpa.org to complete a brief Web-based 
application. Address inquiries to David Ray at 212-596- 
6030 or dray@aicpa.org.
Almost 9 out of 10 CFOs say the cost of implementing the 
new rules and procedural requirements of Sarbanes-Oxley 
outweigh the benefits. The study reports, “Confidence is . . . 
particularly low among CFOs, with just 44 percent expressing 
high levels of confidence in the accounting industry.” It appears 
that the brunt of the distress among CFOs and other manage­
ment is being borne by the accounting industry. According to 
Conlin, confidence in the accounting industry declined since last 
year’s survey (this is the third year the survey was taken), reflect­
ing the increased stress on CFOs and audit committees in 
complying with Sarbanes-Oxley.
Lessons learned
The study covered only two audit-firm-performance segment 
rankings, firms managing clients with more than $1 billion in 
revenue and firms managing clients with less than $ 1 billion in 
revenue. Although most of these firms are Big Four and second- 
tier firms, the lessons may be instructive to smaller audit firms 
as well. The study finds that audit firms receiving the highest 
ratings from clients are those that build strong relationships 
with audit committee members by emphasizing communica­
tion. Audit firms that are candid, able to explain difficult issues 
in a clear manner, and willing to ask tough questions about all 
aspects of business operations enjoy performance index scores 
more than 200 points higher than those of audit firms that are 
deficient in these areas.
Letters to the Editor
The Practicing CPA encourages readers to write 
letters on practice management and on published 
articles. Please remember to include your name and 
telephone and fax numbers. Send your letters by 
e-mail to pcpa@aicpa.org.
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Spam-Blocking Tools
Many of us spend a lot of time—too much 
time—discarding e-mails that we don’t need or 
want. Here’s some information, along with the 
name of a resource that can help block Spam and 
other unsolicited emails.
M
any practitioners and other firm employ­
ees receive an overwhelming number of 
e-mail messages every day. So daunting 
can be the number of emails some receive 
that they shudder when they open up to their message list. 
The problem can be resolved, however, in many ways.
Microsoft Corp., as would be expected, uses technology to help 
resolve the problem, but they also use human resources to screen 
and filter messages. Microsoft Corp. chair Bill Gates “literally 
receives 4 million pieces of mail per day, most of it spam,” accord­
ing to Steve Ballmer, Microsoft Corp.’s chief executive, speaking at 
the company’s Government Leader’s forum in Singapore on 
Thursday, November 18. To manage this mountain of e-mail, 
Microsoft has special technology that filters only spam sent to 
Gates. Also, several Microsoft employees work only to ensure 
nothing unwanted gets into Gates’s mailbox. “Literally there’s a 
whole department almost that takes care of it,” Ballmer said.
Unfortunately such dedicated resources are not available to 
many CPA firms. Even if some partners have an assistant to 
screen and filter messages, consider how those resources may be 
better used when technology is available that would allow an 
assistant to focus on other projects and tasks. Technology is in 
fact available to help minimize spam volume, thereby freeing up 
employees for more profitable work.
Such technology and its virtues and drawbacks are described 
the recently published A CPA’s Guide to Understanding and 
Controlling Spam (New York: AICPA, 2004) by Roman H. 
Kepcyzk, CPA, CITP. Kepcyzk devotes a significant portion of 
his book to “a variety of lists that organizations can use to mini­
mize spam volume.” The following paragraphs are excerpts from 
the book.
Real-Time Block Lists
One of the more effective tools an organization can deploy to 
reduce the volume of spam is the use of RBLs (Real-Time 
Block Lists), which block delivery of known spammers e-mail to 
the organization.
The RBL acronym usually stands for real-time block lists, 
but the terms blacklist or boycott list are also commonly used. The 
role of RBLs is to identify spammers at their root servers or those 
servers they use to relay spam, and to maintain a list, which is 
made available to the public either for free or a minimal fee. 
These lists can be imported into the organization’s e-mail filters 
to block messages before they enter the organization.
To use RBLs, organizations import the list into their e-mail 
application, which compares every inbound e-mail against the 
list and then either automatically deletes it or moves it into a 
designated folder, where it is quarantined. Many organizations 
prefer to use quarantined junk mail folders that allow the 
organization the benefit of reviewing the e-mails before deleting 
them and also allows searching through the e-mails in the event 
that a valid e-mail has been tagged as spam.
RBLs can also be used by individual users locally by loading 
them into their own groupware application to identify spam.
White lists
Another useful tool to fight spam is white lists, which work exact­
ly the opposite of RBLs. White lists (also known as safe senders in 
Outlook 2003) identify valid e-mail addresses from individual 
senders or domains that the organization normally corresponds 
with and allows through any e-mails from those organizations. 
The downside to relying solely on the white-list approach is that 
all other e-mails are blocked or placed in the junk mail folder.
If using a white list, it is imperative that users be trained to 
update the list with every new contact or organization with 
whom they wish to communicate. Organizations can build 
white lists by including all e-mail addresses from those found 
within their employer’s groupware or contacts list. They should 
also train users on adding e-mail addresses to the white list.
Another method of minimizing spam and populating 
white lists is the use of a challenge/response system. These systems 
direct all incoming e-mail to a Web server that stores the e- 
mail and automatically replies to the sender with a challenge 
that must be completed prior to the Web site releasing the e- 
mail to the recipient.
Kepcyk offers a more detailed, comprehensive discussion 
of the advantages and disadvantages of these tools. He also 
provides a list of “Antispam Resources.” and describes some 
of the predominant e-mail features that make e-mail usage 
more effective.
A CPA’s Guide to Understanding and Controlling Spam is 
available in print format or it can be downloaded in pdf format. 
In either format, the cost for AICPA members is $25.00. 
Members of the AICPA Information Technology Section were 
sent a gratis copy as a benefit of membership in the section. To 
purchase a copy, contact www.cpa2biz.com. The product number 
is 091015.
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PCPS Update—Critical 
Information for CPA 
Firms
P
CPS is here to help you suc­
ceed. How? We look at 
resources and regulations 
and consider the impact 
they will have on you, our member 
CPA firms. We bring up-to-date 
tools and information that shape your 
practice today and affect your firm in 
the future.
What can you do now to get ahead 
of the game? Here are the best 
resources, sites, information, and events 
available for CPA firms today. Take 
advantage of them. Tell us what you 
need. We’re here to help.
PCPS/TSCPA National MAP Survey 
Available Now
This year’s National MAP Survey 
results are now available! The report 
provides detailed benchmarking infor­
mation regarding salaries, billable 
hours, service offerings, and expenses 
from more than 2,000 local and 
regional firms across the United States 
and allows you to compare data tailored 
to your firm size, specialty, and region.
A live Webcast presented by the 
AICPA will be held December 7 from 
1:00-2:55 P.M. to discuss the MAP 
Survey results and the traits of top per­
formers that signal their success. If you 




This Webcast is FREE to PCPS 
member firms through the sponsorship 
of The CPA Technology Advisor. Please 
refer to the e-mail sent to your firm’s 
managing partner for the discount 
code, or call 1-800-CPA-FIRM.
This year’s survey contained addi­
tional questions that delved deeper into 
the success habits of top performers as 
well as new practice management ques­
tions about marketing, business plan­
ning, and owner/partner issues. Key 
findings included:
• Firm Growth. Almost one-third 
(32%) of firms grew by at least 
10% in fiscal 2003 over the previ­
ous year; a majority (72%) of 
respondents cited general business 
growth and merger and acquisition 
(12%) as the explanation.
• Billing Rates. The average billing 
rate for owners rose to $159 per hour, 
up from $149 per hour in 2003.
All survey results are available for 
FREE to PCPS members. And new 
this year, PCPS has contracted with an 
outside consultant to prepare a detailed 
commentary on CPA firm best practices 
and big picture take-aways from the 
survey results. PCPS members, who 
didn’t get a chance to participate in this 
year’s survey, can now review and ana­
lyze the national results at www.pcps.org.
Nonmembers can join PCPS for 
$35 per CPA in the firm (up to a maxi­
mum of $700) to take advantage of this 
member benefit. Alternatively, non- 
PCPS members can purchase data 
reports for $300 with a $100 discount 
to respondents and an additional $100 
discount for AICPA members.
CPA Marketing Tool Kit Now Available 
The AICPA Strategic/Member 
Communications Team recently 
launched the CPA Marketing Tool Kit, 
a set of online tools and resources to 
help members market their practices 
and increase visibility. This site was 
designed to provide small firms and 
sole practitioners with comprehensive 
marketing guidance. Created in part­
nership with the New Jersey Society of 
CPAs, the kit contains a number of 
resource-rich tools. They include five 
print advertisements, PDF brochures, 
speeches, the CPA logo with the new 
tagline "America Counts on CPAs," 
sample press releases, general market­
ing guidance and online marketing 
tips, a sample e-newsletter and survey, 
customer service and successful selling 
tips. The kit will help firms enhance 
their brand and elevate their image in 
their communities through ready-to- 
use presentations and brochures.
The Tool Kit is available FREE to 
all AICPA members through the Web 
site at www.aicpa.org/cpamarketing/. 
The user name is cpamarketing and the 
password is toolkit1.
New Financial Literacy Resources 
Help CPAs Make a Difference
The AICPA has developed a number of 
new resources for thousands of CPAs 
involved in an effort to help improve 
the financial knowledge of Americans. 
If you’re interested in joining this 
movement, there are a number of Web 
sites with tools and techniques to help 
you enhance financial literacy in your 
community. They include:
• Volunteer Database. Sign up at 
http://volunteers.aicpa.org/financiallit­
eracy to register as a volunteer. You 
will receive the latest financial liter­
acy news and program updates.
• CPA Financial Literacy Resource 
Center. The Center provides tools 
and access to key resources to help 
you reach out to your community. 
For more information, visit 
www.aicpa.org/financialliteracy.
• Free CPE program. You can access 
the AICPA’s free financial literacy 
CPE course for aspiring community 
financial literacy volunteers
through the CPA Financial 
Literacy Resource Center at 
www.aicpa.org/financialliteracy.
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• CPA Mobilization Kits. Each kit focuses on a particular life 
stage and provides a variety of information, including a 
PowerPoint presentation with notes and fact sheets, to help 
you effectively communicate with your audiences of all ages. 
This is also available through the CPA Financial Literacy 
Resource Center, www.aicpa.org/financialliteracy.
• Consumer Web site. This site, , is the 
backbone of the CPA community outreach. It’s filled with 
vital information organized by life stages so consumers can 
immediately access their area of financial interest or concern.
www.360financialliteracy.org
Update on New Guidance for Interpretation No. 101-3, 
“Performance of Nonattest Services”
As of December 31, 2004, practitioners will be required to docu­
ment in writing the understanding established with the client 
under General Requirement No. 3 of Interpretation 101-3, 
“Performance of Nonattest Services,” under Rule 101, 
Independence (AICPA, Professional Standards, vol. 2, ET sec. 101.05).
The AICPA has continually updated its Web site with new 
information for firms seeking clarification on how to comply. 
Keep watching the Web site, http://www.aicpa.org/members 
/div/ethics/intr_101-3.htm, for a competency white paper and repre­
sentation and engagement letter examples, which are expected 
soon. Both should be great assets to help firms with Interpretation 
No. 101-3.
If you have questions, issues or concerns not addressed at the 
site, you can send an e-mail to ethics@aicpa.org.
Peer Review Update
Reminder: Revisions to the AICPA Standards for Performing 
and Reporting on Peer Reviews will become effective on 
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